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These new Kodak automatic cameras can bring in 
more sales for your premium dollar! 


Few premiums match the popularity of cameras. gram in the business. You’ll discover wide enthusiasm 
No cameras can set your sales force and dealers for your next promotion when you choose your 
“hopping” like Kodak’s new Automatic Age cameras. premiums from Kodak’s new automatic cameras. 


Look to Kodak for a full line of “most-wanted” 
premiums (from $4.25 to $850). Mail coupon, learn 
how Kodak premiums can help your next promotion 


; \ —as dealer and sales force incentives, as consumer 
Kodak has built tremendous demand for you with premiums, as gift awards to employees. 


the biggest magazine and television advertising pro- Prices are list and subject to change without notice. 
**Kodak” and “‘Brownie’’ are trademarks 


That’s because everyone likes to take pictures. 
And everyone’s been talking about the revolutionary 
way to shoot and show pictures: the automatic way! 











NEW Kodak Automatic NEW 8mm Brownie Auto- Kodak Cine Scopemeter Camera, NEW Kodak Cavalcade 520 Pro- 
35 Camera automati- matic Movie Camera, f/2.3, Turret f/1.9. Positioning pointer jector, changes color slides by 
cally selects correct lens automatically sets itself for in viewfinder automatically sets itself! Has 500-watt illumination, 
opening! f/2.8 Ektanar any light. Amazingly low correct lens opening. Has 3-lens f/3.5 lens. Gives sharp, bright 
Lens. $84.50 priced at only $74.50 range, built-in filters. $99.50 screen images. $124.50 
EASTMAN KODAK COMPANY, Rochester 4, N.Y. 

eee eee MAL Cer OnN 1SORl 2 SS SS SSS SS SSS = 
EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N.Y. te 

Please send me more details on promotion opportunities with Kodak premiums. 245-9 

Name Position wi 

Company Street y Kodak 

: ° TRADEMARK 





New Brownic Starmatic Camera. Just aim and shoot! Built-in exposure meter sets the lens automatically! Only $34.50 























Rifle Shooting 


4 exciting 


sports in 1 


Revolver Shooting Hand Trap Shooting 


SHOOTING 


There’s sport for every season... every age group 
when your recreation program includes shooting. 
A traditional American favorite, shooting is one 
of the nation’s most popular leisure-time activi- 
ties—with about 20 million enthusiasts today! 
You probably have many shooters in your 
plant ...can build your program around any or 
all of four different kinds of shooting— 

TRAP AND SKEET—fast-moving shotgun sports 
with a nation-wide following. ‘‘Powdering’’ tar- 
gets is a thrilling test of coordination and timing 
—fun to shoot, exciting to watch. 
RIFLE—enjoyed on both indoor and outdoor 
ranges. Competition: intramural, with neighbor- 
ing teams, and through postal and telegraphic 


matches. Match your team against teams at your 
company’s other plants! 

REVOLVER—one of America’s favorite forms of 
competitive shooting—on easily constructed 
ranges, indoor or outdoor—a wide variety of in- 
teresting events. 

HAND TRAP SHOOTING — excellent practice for 
the shotgun hunter. Targets can be thrown high, 
low, fast or slow—a real test of shooting skill, 
and fun besides! 


You can start a shooting program on as modest 
or as large a scale as you wish. Remington has 
helped many successful industrial gun clubs— 
will send full information. Just check items you’d 
like and mail the coupon. 


FREE All the information you need to start a successful shooting program. CLIP AND MAIL TODAY 
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Send me, without obligation, the information | have checked below. Address: Shooting Promotion Section, Dept RM-5. 
Remington Arms Company, Inc., Bridgeport 2, Conn. 


[| RIFLE—Product catalog and literature on rifle shooting. 


SHCTGUN-—Product catalog and literature on gun-club 











REVOLVER—Product catalog and literature on revolver 
shooting. 


[] TARGET THROWER — Descriptive folder on target thrower 
and targets. 
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SEPTEMBER COVER—It’s not Christ- 
mas in September, but it is time to 
start planning those holiday activities. 
Cover photo shows part of the Christ- 
mas open house crowd visiting Do- 
minion Foundries & Steel Co., Ltd., 
Hamilton, Ontario, Canada. Cover 
design by Leo Rotelli. 


@ IN OCTOBER R/M 
BOWLERS’ SPECIAL 


Here‘s a run-down on special events 
and tournaments to provide a change 
of pace in your company program. 
Also, a description of the national 
bowling organizations with a list of 
services that may help you. 


INDUSTRY TOURNAMENTS 


Complete results of the Midwest In- 
dustrial Golf Championships and the 
Armco Trapshoot Tournament. 


KID‘S BASKETBALL 


Age and playing requirements of or- 
ganized youth basketball leagues are 
presented in brief, outline form. 
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According to Ben Abadie, Director 
of Intramural Sports, visitors to Tulane 
University’s Favrot Intramural Field House 
always praise the beautiful appearance of 


“they all say it’s “*™ 


It’s a perfect environment for instilling 


the cleanest Sy aca nt on sean 
the y’ve seen 


At Tulane University 


/ 93 physical education. 
a 


Contrary to visitors’ beliefs, however, the 
superb condition of these floors was not 


laborious or expensive to come by. For 













example, the wax finish on the asphalt tile 
had had 16 months of punishing wear when 
these photos were taken. 


The Basketball Floor—a Robbins 
lronbound® installation — was 
sealed and finished with Hillyard 
TROPHY “Finish for Champions”. 


ALL FLOORS in the Favrot Field House 
are HILLYARD treated and maintained! 


Ask the Hillyard 
“Maintaineer” 

to help you 

map out a year-round 
maintenance program 
covering all your floors. 


ST. JOSEPH, MO. - San Jose, Calif. + Passaic, N. J. 


Branches and Warehouses in Principal Cities 











HILLYARD, St. Joseph, Mo. Dept. P-6 


[] Please send me Free literature on the proper 
care of Gym floors. 





Asphalt Tile in Corridors and Concrete surrounding the playing 
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| | 

; Be eee . ; sah dp 1 () Please have the Hillyard Maintaineer call to help | 
Offices was finished with Hillyard floor, and in the Weight Lifting 1 me plan most effective and economical floor care. 
Prime No. 1 Carnauba SUPER Room, was sealed with Hillyard ' i 
HIL-BRITE wax. SUPER ONEX-SEAL. I iis vcccctcicesiseccccccscinssceebenidecndeteanblananasaiaipsindanaietaiaiion i 
I | 

All floors are swept daily using Hillyard SUPER HIL-TONE dust : SN ssc casein haicabaadtsbcilaineleascniaiihacg - 
ad-sorptive mop dressing, and mopped or scrubbed using Hillyard H i 
SUPER SHINE-ALL, the safe, effective Neutral Chemical Cleaner, ' Address.........--ovesseesneescssssseeessseseesssnstennnnnssesnssessennnanensnness ! 

' icici dicsesunncabcancincnteadiaseitilio ici siseisalscciitbiies 
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It is no secret that modern industry is turning more and 
more to the schools. What is not so evident is that indus 
trial life itself is taking on the flavor of scholastic life and 
that the sharp transition between school and industry js 
disappearing. At Lockheed, we borrow school staffs and 


In our technological world, we must Aes 
facilities to advance our work; we conduct research pro. 


learn or perish. In the emphasis on the grams on a larger scale than most universities ; we offer a 
host of training programs for personal improvement and 
three “‘R’s’”’ we believe recreation— the development of job skills; in some divisions we even 


strive for a campus-like atmosphere to attract the scientists 
and scholars we need. 

We do this selfish'y because we know that, in our tech 
nological world, we must learn or perish, and we have 
chosen to learn. But it is pleasing to reflect that, while sery- 


4 ° te ae ing our corporate interests in espousing the cause of educa- 
t & ou rt R tion, we are also achieving a new pattern of industrial life 
that brings increased satisfaction and greater enrichment 
to personal living. To the individual, education no longer 
stops at the school door. His work at Lockheed is, in a real 
sense, an extended post-graduate program or a lifelong 
extension course in adult education. 
: ‘ . , In our emphasis on the three R’s we believe the fourth 

—s as indispensable to any industrial R—Recreation—has an important place. If we have not 
always accorded it the high recognition it deserves, it is 
because we have not clearly understood all the implications 
developing sound minds in sound bodies of education. The schools, who have been tillers of their 
field for many centuries, have always insisted on recreation 
—whether it be in athletic programs, in extracurricular 
activities, or in so simple a thing as recess. 

| believe that we in industry are coming to the same 
understanding. If we see clearly that our interests, like 
those of the schools, are in developing sound minds in 
sound bodies, then we must see that we cannot limit our- 
selves to the three R’s. For mind and body both, the fourth 
is indispensable. It is as indispensable to any industrial 
program as it is to any scholastic one. 

But it seems to me we must go one step further. We must 
not treat recreation as a thing apart, an escape from the 
routine and frustration of our workaday world. Somehow 
we must capture its values and build them into that world. 

Much of what we think of as school spirit comes from 
the joy and color of extracurricular activities. Industry 





program as it is to a scholastic one for 





needs this spirit no less than does a high school or univer: 
sity. It can, | think, look to recreational programs to supply 
it, not in the sense of frenzied crowds cheering the varsity 
team, but in the general feeling that recreation is not only 
recognized and valued, but that it is an essential part of 
our working lives. 


Cyril Chappellet 


Senior Vice President 
Lockheed Aircraft Corporation 
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CONVERSE 
: huck Jaullon. 
ALL STAR 


OXFORD OR HIGH CUT 


BASKETBALL SHOES 


mew. B's a oe ae UR ---e oe e B ee, eA 


dif fgeuce/ 


Game-proved All Stars, specified by more coaches, 
worn by more players hug the floor like no 
other shoes ever made! They make a meas- 
urable difference because — 


Break-away Speed 
Pinpoint Pivots 
Hairline Stops 


are assured by the exclusive traction- 
action, resilient molded sole, per- 
fected over 45 years of play. 


Lightweight 
Matchless Comfort 


Fatigue-free Fit 
are guaranteed in All Stars. The Footform 
Last, Combination Cushion Heel and 
Arch Support, and Full Length shock 
absorbing Sponge Insole spell 
COMFORT. Cool, free-breath- 
ing loose-lined uppers with 
the original Converse 
Peg-Top are the 
answer to a 
perfect 
fit. 


MALDEN 48, MASSACHUSETTS 
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TIME 





TO PLAN A 
HAPPY HOLIDAY 


Christmas in September? Hardly, but this is the time to plan 


your company’s Yule celebration. These ideas, in keeping 


with the true holiday spirit, may make your season brighter 


The warmth and happiness of Christ- 
mas results from that age old advice, 
it’s better to give than to receive. More 
and more companies are concentrating 
on activities that are in keeping with this, the true spirit of 
Christmas. They have found that the “giving” projects 
create tremendous good will within the company and 
throughout the community. 

One of the most successful programs of this type was in- 
stituted last year by the Teletype Club, The Teletype Cor- 
poration, Skokie, Ill. Called “Operation Santa Claus,” 
here’s how it works: 

A committee contacts orphanages and settlement houses 
for lists of toys and other items the children would like 
to receive. After the lists are compiled, they are divided 
and distributed to Teletype Club representatives and a 
number of temporary representatives who are appointed 
to help in the project. 

These representatives, in turn, make the list available to 
the employees in their particular sections or departments. 
continued on page 10, column 1 


Toy 
COLLECTING 


—Inland Steel Company 
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How many lights should go on the of- 
fice Christmas trees? There is a for. 
mula which does away with much of 
the guesswork and helps produce an 
evenly lighted appearance. To achieve a good lighted effect, 
try this formula: 

Multiply the height of the tree (in feet) times the width 
of the tree (in feet) times three (3). 

Say your tree is 6 feet high and 414 feet wide at the 
base (see Fig. 3 below). The formula works out like this: 
6 X 41% X 3 = 81 lights 

For average shaped trees, save the arithmetic and 
use the chart below. Of course, individual tastes and per- 
sonal satisfaction are the last word in decorating trees, but 
professionals have developed this formula to bring out the 
natural beauty of any Christmas tree. 

Bear in mind that tree trimming follows a fundamental 
rule of women’s fashion—accentuate the opposite. If your 
tree is tall and slender, decorating lines should tend toward 
the horizontal (Fig. 1). If it is short and full, trim the tree 
along vertical lines (Fig. 2). 


Tree 
TRIMMING 


—NCR 
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Figure 1 ee : d 
Tree Numher Tree - Number — 
Height Of Lights Height Of Lights — 
4 feet 86. Tfeet = 10 
Sfeet OS Bieta 
6feet --81-——s«10 feet ‘25. @ 
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Gift Employee gift wrapping classes have 
proved highly popular whether they 
are conducted solely for general inter- 
est or to help instruct work parties who 
have volunteered to wrap gifts for the company Christmas 
party, for employees serving in the armed forces or for 
orphaned and underprivileged children. 

Instruction materials upon which the class may be based 
are available from most ribbon and wrapping paper sup- 
pliers. Here is a suggested lesson plan: 

Props: 

¢ Tables and chairs. 

¢ Wrapping kit—celluloid tape, shears, two rolls of ribbon 
7% inches by 50 yards, instruction sheet. 

* Dummy packages—two or three wrapped packages il- 
lustrating bows to be learned in class. 

Introduction: 

After learning the fundamentals, wrapping gifts attractively 

takes only a little practice. However, several factors should 

he considered as preliminaries. 

¢ If possible, the gift should be placed in a box. 

¢ Selection of paper and bow should have the recipient in 
mind as well as deciding whether the wrap should be 
masculine, feminine, tailored, etc. 

* Size of the box determines the proper design. Small 
packages demand small or delicate patterns; large pack- 
ages require larger designs. 

* Putting the paper on the box is of great importance. If 
this has been done neatly, the simplest of bows will en- 
hance the package. 

* Size of the bow is determined by the size of the box. The 
bow should not extend over the edge of the box. 

Demonstration: use instruction sheets 

* Show wrapping methods 

1) Covering the complete box with gift paper. 

2) Covering the cover of the box only, fastening inside 

with celluloid tape. 

Show types of ribbon wraps 

1) Two corner tie. 

2) Four corner tie. 

3) Standard center tie. 

1) One-way tie. 

* Show types of bows 
1) Basic bow. 

2) Variations such as multi-color, chrysanthemum, car- 

nation, poinsetta and others, as time permits. 


WRAPPING 





—GMC Truck & Coach Div. 
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by SONJA A. BAUM 

For 40 years, telephone workers have 
made annual Christmas doll and toy 
donations to needy youngsters. The 
idea started in 1917, when some girls in the accounting 
department of the New York Telephone Company dressed 
a dozen dolls and placed them in a missionary barrel at 
Christmas time. 

This token gesture has mushroomed into an annual in- 
stitution. In 1957, about 10,000 dolls and toys were dis- 
tributed to youngsters in 100 institutions, hospitals and 
charitable homes for the handicapped. 

During recent decades, other industries have followed the 
New York Telephone Company lead by introducing their 
own programs for dressing dolls. The purpose: to make an 
unfortunate child’s dream come true on Christmas morn- 
ing. 

Such a project has also another important function in 
that it creates an “esprit de corps” among participants, 
gives workers a sense of belonging, fosters pride in job 
and company, creates community recognition and good 
will. 

Basically, doll dressing programs involve outfitting dolls 
in ready-to-wear garments or clothes individually created 
by participants. For keener interest and wide-spread en- 
thusiasm, the dressed dolls may be entered in competition 
for prizes in one or several categories. 

Timing is important. Calendars vary to conform with 
conditions peculiar to different business organizations. The 
one followed by the Consolidated Vacuum Recreation Club 
at Consolidated Electrodynamics Corporation, Rochester, 
N. Y., and outlined below, is fairly typical. 


Doll 
DRESSING 


Aug. 29 Meeting of doll dressing committee 

Oct-Nov Story in CONVANEWS, the company 
house organ 

Oct. 14 Bulletin board notice 

Oct. 17 _ Distribution of dolls to be dressed 

Nov. 25 Reminder on bulletin board 

Dec-Jan Follow-up story in CONVANEWS 

Dec. 6 Deadline for receiving entries 

Dec. 10 Award presentation at Christmas party 

Dec. 13 Dolls delivered to Welfare department 

Dec. 23 Thank-you letters mailed to participants 


The importance of maintaining close personal contact 
with all workers in the organization has been stressed by 
continued on page 10, column 2 


—Eastman Kodak Co. 
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TOY COLLECTING (cont. from page 8) 


Employees then select the gift they would like to purchase, 
either individually or as a group gift bought with fellow 
employees. 

In this way, the orphaned or underprivileged child re- 
ceives exactly the gift he asked Santa for. Participants get 
an extra thrill by knowing the name of the little boy or 
girl to whom they are sending the present. 

In Teletype’s program, all gifts must be new merchan- 
dise. According to George Kalmus, secretary of the Tele- 
type Club, employees feel that used toys and hand-me- 
downs just don’t convey the Christmas spirit. 

“Christmas Depots” for collecting the gifts are set up 
in various plant areas. A few days before Christmas, the 
committee picks up all presents and delivers them to or- 
phanages and other organizations. 

HAPPINESS FOR HUNDREDS 

Projects like this, also sponsored by Western Electric Co., 
the Good Fellows of the Chicago TRIBUNE and the em- 
ployees of Motorola, Inc., have brought happiness to hun- 
dreds of boys and girls at Christmas time. 

Many other organizations collect both new and used toys. 
A hobby group at the plant or a local Boy Scout troop 
refurbishes the used toys before turning them over to the 
beneficiary. A doll dressing program can be included as an 
important adjunct to this project. 

In addition to collecting toys, many firms also accept 
voluntary donations. Although no individual or group 
solicitation is permitted, Distillation Products Industries 
of Rochester, N. Y., reports that its toy committee collects 
five large cartons of toys and the money donated enables 
them to buy four additional cartons. 

WHAT TOYS ARE BEST? 

Groups who make a toy drive part of their Christmas 
project, have found it wise to consult in advance with the 
intended beneficiary as to the type of toys best suited to 
the children in their care. Most hospitals will emphasize 
soft, noiseless toys, puzzles, craft sets and educational 
games. Handicapped children need educational toys and 
games requiring muscular coordination. 

Recreation directors have found that those employees 
who do not wish to participate in doll dressing programs 
and other Christmas activities are happy to contribute 
money for the purchase of toys. 

Most of these projects are supported entirely by the 
employees while management contributes to others. How- 
ever, the growing practice is for employees to dispense with 
exchanging Christmas cards, and, in many cases, eliminate 
office and department grab bags. The money saved is then 
directed to this worthy purpose. 

SERVICEMEN’S GIFTS 

Another custom, originated during World War II, and 
continued to the present by many companies is to send 
Christmas packages to employees serving in the armed 
forces. Goodyear Tire & Rubber Co., Akron, Ohio, sends 
about 900 such packages each year. A typical serviceman’s 
gift from Goodyear includes assorted foods, wallet, cuff 
links, tie clasp and a card with the inscription, “Season’s 
Greetings from your friends at Goodyear,” and signed by 
the chairman of the board and the president. 

In sending its gift boxes (see photo) R. R. Donnelley & 
Sons Company arranged for a large Chicago department 
store to handle the entire project including assembly, wrap- 
ping, packaging and mailing. 
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DOLL DRESSING (cont. from page 9) 


all companies queried. Diversified representation, with at 
least one volunteer from each department or section, on the 
doll dressing committee accomplishes this best. 

The doll dressing committee assumes over-all responsi. 
hility for the project. Various members or subcommittees, 
appointed at the first meeting take charge of the details, 
such as purchasing dolls, accessories and exhibit supplies, 
supervising distribution of dolls and materials to partici. 
pants, organizing the toy drive, arranging for displays at 
company headquarters or outside the plant, planning and 
setting up exhibits, balloting and award presentation cere. 
monies, selecting recipients or distributing organization for 
the dolls and toys, and handling publicity and finances. 
WHAT DOLLS ARE BEST? 

All groups prefer a rubber or soft vinyl doll, 14 inches tall 
or taller. They are easiest to dress as well as most fun for 
the child who receives it. Assistant Personnel Director Ken 
Klingler at Consolidated Electrodynamics Corp. reports that 
his group purchases the dolls dressed, but garments are 
removed before turning dolls 


over to contestants. The 





& 


GIFT PACKAGE to R. R. Donnelley employees serving in 
the armed forces included nuts, candy, pocket flashlight and 
other useful items. 


outfits are stored for safekeeping in cellophane bags, and 
one complete outfit is packed together with the dressed 
doll as an extra change of clothing. 

PURCHASE AND DISTRIBUTION 

Most groups, however, purchase and distribute dolls with 
shoes and socks packed in a cardboard box. Contestants 
return entries in the same box to guard band-box freshness 
while the dolls await display and during transit to the 
recipient. 

Most doll dressing committees find that they can secure 
cooperation in the program from about one-third of all 
employees. They plan their purchases accordingly. If all 
dolls are distributed very early in the program and the 
demand for dolls to be dressed persists, an additional order 
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for more dolls is placed with the supplier. 

Ken Klingler found that employees had difficulties pur- 
chasing clothes for boy dolls. Therefore the Consolidated 
Vacuum Recreation Club allocated 90% of their order to 
girl dolls. However, the do-it-yourself contestant may find 
patterns for hoy-doll clothes in Edith Flack Ackley’s book, 
DOLLS TO MAKE FOR FUN AND PROFIT. 
costs AND BUDGET 

Since most groups work on a budget, the question of total 
costs will usually arise at the initial stages of the program. 
Precise figures are quite meaningless. So much depends on 
the number of potential participants and how elaborate the 
details. Organizations with payrolls of around three hun- 
dred report budgets of between $350 to $500 for the 
program. 

Undressed: dolls average about $12 a dozen. Bertha 
Charrier, who is in charge of the doll project at N. Y. 
Telephone, was able to get a special price of around $4 a 
dozen on doll bodies with rigid limbs and painted-on hair. 
The Chase Manhattan Bank, New York City, pays $2.25 a 
piece for nationally advertised 16 inch undressed dolls. 
Miss Charrier suggests that economies can be affected. 
without sacrificing quality, by selecting dolls with painted- 
on hair and then attaching wigs, purchased separately. 

Incidental items must be included in any proposed 
budget. Aside from such obvious allocations for the cost of 
dolls, accessories (shoes, wigs, underwear), prizes, if any 
are to be awarded, the cost of display materials must be 
added. These include ribbons, crepe paper, soft wood for 
backdrops and stands, scotch tape and special lighting 
effects. Postage and stationery are other important items in 
a large-scale operation. 

CONTEST RULES 

A copy of contest rules should accompany each doll. 
While these vary from group to group, it is important to 
stress that children love to dress and undress their dolls. All 
garments should be readily removable . . . None sewn to 
the doll or fastened with pins or staples. For safety, 
imaginative and longer play, use only buttons or snaps on 
doll clothes. 

On a mimeographed master list assign contestants an 
entry number and note number of dolls and other materials 
taken. If distribution of dolls is handled by more than one 
person, the individual pages should be returned to one 
central place after the dolls are distributed. The master list 
permits the doll dressing committee to keep track of mate- 
rials distributed and participants’ names can be checked off 
as the dressed dolls are returned. 

DEADLINES 

In establishing a deadline, allow at least one month for 
dressing the dolls. Proper processing of entries and prepar- 
ing an effective show require time. Plan for it in your 
schedule. Avoid confusion by asking that dolls be returned 
to one central place. 

The Vita Vac Club follows an efficient, simple system 
when contestants bring in their entries. 

* Employee’s name is checked off on master list. 

* Numbered entry blank is filled out in duplicate. 

* An identification number is pinned to each doll. 

Mary J. Best, recreation director of Distillation Products. 
Rochester, N. Y., suggests that an identification number 
pinned to dolls rules out the possibility of favoritism. Vita 
Vac Club of Distillation Products assigns a special color for 
the various voting categories and uses the same color on 
entry blank, identification number and ballot stock. 





Seasonal decorations and the playing of Christmas carols 
lend a holiday feeling to exhibit rooms. Artistic displays 
are never scattered or cluttered. Groupings, arranged by 
voting categories should encourage flow of traffic—from 
hallot pick-up, near the entrance, past the displays, to ballot 
boxes at the exit. 

Action poses are beguiling and show details of design 
and embroidery to best advantage. Dressing the dolls en- 
tailed time-consuming, painstaking effort. Their clothing 
can be easily damaged or soiled. Place displays so that 
they can be seen from all angles, yet are protected from 
impulsive handling. 

Special spotlights or lights with color screens emphasize 
colors and highlight displays. If dolls are to be attached or 
mounted, use extra large staples or put a fine wire around 
the neck of the doll and thread it through screw eyes in the 
backdrop. 

JUDGING THE WINNER 

Open exhibit rooms for several days to permit viewing 
and voting by employees, other participants and their 
guests. Hold an after-hours display if the general public is 
invited. Often banks, schools, museums, colleges, libraries 
and other institutions in the community will make space 
available for Christmas doll and toy displays. Such arrange- 
ments, however, should be made well in advance. 

Some groups select the winning candidate by vote. Others 
find that their program achieves greater prestige if the 
winner is selected by an impartial judge, or committee of 
judges from outside the sponsoring organization. Often 
balloting is used to select finalists only. The woman’s page 
editor, a local fashion authority or designer, a business or 
professional woman can be invited to serve as arbiters. 

If selection is by ballot, explain voting procedures and 
rules again through posters placed in the balloting area 
near ballot boxes and blanks. Usually at least two voting 
categories are used. Vita Vac Club has contests in the 
following categories: Girl Dolls, Boy Dolls, Pairs, Character 
Dolls in both handmade and ready-made clothes. 

State Farm Insurance Companies, Bloomington, IIl., 
awards three prizes in each of the following five contest 
categories: sportswear, baby, crochet or knitwear, party and 
real life. Other categories could include storybook, dancers, 
Western, foreign, casual, to name a few. 

PRIZES AND AWARDS 

Most groups award prizes at their annual Christmas 
party or a special luncheon when winners and finalists are 
again shown. Award winners of the previous year’s compe- 
tition or the judges present the prizes . . . merchandise cer- 
tificates for nominal amounts or token gifts. The Chase 
Manhattan Bank awards twenty five prizes with a top of 
$100 going to the “Best in Show.” 

Check with the beneficiary your group is considering 
about delivery schedules and special packaging instructions. 
Most groups prefer that donations for their clients reach 
them no later than two weeks before Christmas. 

LETTER OF APPRECIATION 

At the conclusion of the program, management sends a 
letter of thanks to all participants for a job well-done. 
Copies of the acknowledging letter from the distributing 
agency, a final report about the program’s outcome and an 
audited accounting for money collected and spent, are usu- 
ally enclosed in the mailing. Letters of appreciation for 
their support of the contest should also go to the judges, the 
local press and any other organization who helped make the 
project a success, 
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CLAY TURKEYS CAN 
LAY GOLDEN EGGS 


Turkey shoots combine all the elements of an ideal fund 


raising and recreational activity. Here’s how to plan one 


You don’t shoot turkeys at a turkey 
shoot. The name “turkey shoot” is a 
quaint bit of Americana handed down 
to us by our pioneer forefathers. Our 
frontiersmen forbears depended on 
their personal firearms for food, 
clothing, and protection. It was under- 
standable that for recreation, they 
held shooting contests in which a turkey 
was awarded to the keenest marksman. 

Modern turkey shoots award prizes. 
which can be a turkey, duck, chicken, 
ham, groceries, or what have you, to 
the shooter who breaks a _ required 
number of clay targets, or who places 
a shotgun pellet nearest a mark. 


PRIME SOURCE 

The turkey shoot is a prime source 
of revenue and recreation for sports- 
men’s groups, industrial rod and gun 
clubs, churches, and civic and frater- 
nal organizations. One large Chicago 
industrial concern finances a_ year’s 
employee recreation program from the 
proceeds of an annual turkey shoot. 

The Munster, Ind. Lions Club 
cleared over $4,000 from an annual 
two-day turkey shoot, financing the 
club’s charitable and civic enterprises. 

Turkey shoots combine in one pack- 
age all the elements of an ideal fund 
raising and recreational activity. Little 
or no special equipment is needed. The 
sponsoring organization does not take 
the risk of a loss through carry-over of 
prizes, since arrangements can be made 
to award tickets for prizes in the exact 
amount required. 

Three to five persons can handle all 
the details involved. Turkey shoots ap- 
peal to young and old, men and 
women, and in the case of the “spot- 
shoot”, do not require any shooting 
skill. 

Two popular methods for determin- 
ing winners are used in the clay target 
turkey shoot. One version requires each 


shooter on each squad of five to fire 
one shot from each of the five trap- 
shooting posts on the 16-yard line. 
Those contestants who break all five 
targets drop back to the 25-yard han- 
dicap line and fire single shots until 
all have missed except one, who wins 
first prize. Shooters who break four 
of the five targets duplicate the proc- 
ess for second prize, and third prize 
goes to the winner of the group who 
broke three of the five 16-yard targets. 

Another method calls for two shots 
from each shooting post on the 16- 
yard line, for a total of ten shots. Ties 
are decided in the same manner. 








use of their facilities, the “spot-shoot” 
turkey shoot proves very popular. 

In spot-shooting, or still-board, as jj 
is called in some areas, contestants fire 
one shot from the shotgun at a paper 
target on a post, usually at a distance 
of 40 yards. Object of the game is to 
place a pellet nearest a dot or cross on 
the paper target. No shotgunning skill 
is required for this game. The winner 
will often be someone who put only 
one stray pellet on the paper target. 


PAPER TURKEYS 

Spot-shooting requires only the posts, 
usually 10 or 15 in number, and the 
paper targets, plus an area with suit- 
able background behind the target 
posts. 

Entry fee and costs of turkey shoots 
are easily calculated, since only shells, 
targets, and prize values are involved. 
For example, a spot-shoot with ten 
posts and an entry fee of 50 cents per 
shot produces a gross of five dollars for 
each round. Ten shells cost approxi- 
mately one dollar, and targets about 
two cents each for total cost of $1.20. 
If a $2.50 prize is given, net to the 
sponsor is a fixed $1.30 for each 
squad. 

Entry fees can be varied according 
to the value of prizes awarded. A one- 


Ohio. Meet shown here was held last winter by the Dayton Industrial Athletic 
Association five-team trapshoot league. 


HOT SHOTS AND DUBS 

When experienced trapshooters might 
be competing against beginners in a 
clay target turkey shoot, the hot-shots 
are placed in separate squads from the 
“dubs.” When a beginning shooter 
wins once or twice in his class, he or 
she graduates to the experienced 
squads. 

If a company trapshooting facility is 
not available, or arrangements cannot 
be made with a local gun club for the 
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dollar entry fee produces ten dollars, 
but still with cost of only $1.20 to the 
sponsor. In the case of the trapshool- 
ing turkey shoot, any number of five- 
man squads can be designated as one 
round. For example, one round may 
consist of four squads of five persons. 

It’s a good idea for the sponsoring 
agency to have extra guns on hand, 
for those who did not bring their own. 
So, why not have fun and raise money 
with a turkey shoot. 





ee I i i, i . 





t-shioot” 
lar. 

rd, as it 
ants fire 
a paper 


distance 


ne is to 
“TOSs on 
ng skill 
winner 
ut only 
arget, 


le posts, 
and the 
ith suit- 

large! 


y shoots 
y shells, 
ivolved, 
ith ten 
ents per 
lars for 
1pproxi- 
s about 
f $1.20, 

to the 
reach 


cording 
A one- 





Dayton, 
Athletic 


dollars. 
) to the 
ipshoot- 
of five: 
as one 
id may 
Dersons. 
nsoring 
1 hand, 
ir own. 
money 


















A === SS 
yal 
yyy \ 


ZZ = SK 
WE any 
i 
hi « ‘ j | ] / a 
0 ; M, 
t%, 


aN 
~) 
es 












ait tea 
TATE ASL 





Win 


Now’s the time to build fresh interest and en- 
thusiasm in your program by adding the tradi- 
tional American sport of shooting. It doesn’t take \ 
much to get started and the natural demand will % 
make shooting grow into a major part of your \ 
activities. Hunters want a place to get in off-season 
practice, beginners are fascinated by the chal- eh MATH ie Ss 


9 


\ 
Vv 
naturally fall into the role of instructor. 0 “WINTC. ESTE Rs 


Write to our Shooting Promotion Department 0 
for free, helpful information on establishing rifle, Y Mosloom ys 
pistol and shotgun shooting clubs within your “Oo e? 

a ai a) Pp? 
organization. COR 


lenge shooting presents and experienced shooters 


WINCHESTER-WESTERN DIVISION + OLIN MATHIESON CHEMICAL CORPORATION - NEW HAVEN 4, CONNECTICUT 
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NIRA member com- 
pany had to eliminate 15 employees 
and family members from a charter 
flight three weeks before takeoff time 
—after they had secured passports, 
taken smallpox shots, bought insurance 
and set their hearts on a big time in 
Europe. 


Last 


year, a 


What was intended as good em- 
ployee relations immediately changed 
to bad, and the recreation director was 
on the spot. 

To prevent other members from suf- 
fering similar experiences, NIRA met 
with officials of the Civil] Aeronautics 
Board. After clarifying certain provi- 


J.W. ROSENTHAL 
Chief, Carrier Relations Division 
Civil Aeronautics Board 


DEFINE NEW CAB RULES) 


With the adoption of several modi- 
fications to the chapter policy this 
summer, R/M asked J. W. Rosenthal. 
chief of CAB’s Carrier Relations Di- 
the pertinent 
changes and summarize other rules of 
direct concern to recreation directors. 
These are presented below in_ brief, 
outline form. 


vision, to point out 


However, before reviewing the regu- 
lations, the reasons for the restrictions 
on charter travel should be kept in 
mind. The CAB does not intend to dis- 
courage bona fide charter travel. 
Rather, its rules have been designed to 
preserve individual fare service. With- 


Rosenthal points out pertinent changes and stresses other 


important rules in this handy digest of charter regulations 


soliciting the general public. The rule 
prevents forming a group by: 
1. a solicitation going beyond the 
bona fide members of an organiza- 
tion (and their immediate families), 
such as advertising directed to the 
general public by radio, television, 
newspaper or magazine, or, 
2. the solicitation without limitation 
of the members of an organization 
which is easy to join and of uncer: 
tain or large and scattered member: 
ship. 
It is this rule that provides the 
general framework for determining 





sions of their transatlantic charter 
policy (see Dec. *58. R/M, page 12. 
“CAB Clarifies Group Travel Policy”). 
the Board strongly recommended that 
recreation directors, as well as tour 
operators and carriers, become thor- 
oughly familiar with charter rules. 


I. Organization of charter groups 


SIZE, LOCATION 
OF ORGANIZATION 


Charter participants may be solicited 
without limit from companies. em- 
ployee associations, employee travel 
clubs, etc. which have a total membership of Jess than (1) 
20,000 located in a local area, (2) 10,000 located in 2 
single state, or (3) $5,000 located throughout the United 
States. For example, if your company employed 25,000 at 
one location, a charter from this group would be dis- 
approved. If, however, of these 25,000, less than 20.000 
were members of the employee association, a charter so- 
licted only from members of the association could be 
approved. In such an instance, the six-month membership 
provision would apply and the charter must not have been 
held out as an inducement to attract members to join the 
association. A local area can mean, in the case of a single 
plant, a wide commuting radius. But if a charter is drawn 
from several plants of a company located in scattered sub- 
urbs of a single metropolitan area, the “local” standard of 
20.000 will not necessarily apply. 


PARTICIPATION BY 
BRANCH PLANTS 


The same size and geographic limita- 
tions described above apply to charters 
for two or more branches of a single 
corporation. If total employment of a national concern. 
including branches, exceeds 5,000, a charter could not be 
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out a well defined distinction between 
the two, individual fare service would 
tend to break down, to the detriment 
of the entire air transportation system. 

The distinction is maintained basi- 
cally by the prohibition against obtain- 
ing participants for a charter group by 


whether branch plant employees, re- 
tirees, mothers-in-law or other indi- 
viduals are eligible to participate on 
your group charter flight. Most prob- 
lems involving approval of charter ap- 
plications center on interpretations of 
this rule. Specific applications are out- 
lined below. 


held open to all employees of all plants. However, a valid 
charter might be obtained by soliciting employees of a few 
of the branches of the same corporation if their total size 
and geographic location is under CAB limitations. The de- 
cision to limit the charter to the branches involved would 
have to be made before actual solicitation has started. I! 
would be inappropriate to make a general solicitation of the 
entire corporation and then limit the group in an attempt to 
conform with the regulations. Separate charters within a 
large company, divided so as to come under the size and 
area standards, must not only be separately solicited, but 
separately administered. 


ELIGIBILITY OF 
FEDERATIONS 


Additional 
those 


factors are considered in 
where travel clubs, em- 

ployee associations or other organiza- 
tions of several different companies combine to fill a char- 
ter. The Board will consider whether such a federation 
provides services directly to employees of the separate 
organizations in a given locality, or is merely a superstruc- 
ture tying several individual associations together. Other 
factors to be weighed include the size and geographic limi- 
tations, past history of joint activities sponsored by the 
federation and whether the federation exists only nomi- 
nally as a means of exchanging information, with partici 
pation limited to meetings of representatives of each mem- 
ber group and individual membership being merely a mat- 
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ter of record or form at the most. Such charters require 
compliance with the six-month membership provision, and 
the charter must not be held out to attract members. 


WHO MAY FORM 
A CHARTER GROUP 


In forming a charter group, recreation 
directors should be aware that the CAB 
prohibits the carrier fom engagine. 
directly or indirectly, in soliciting individuals as distin- 
guished from soliciting an organization. Also, the carrier 
may not employ, directly or indirectly, any person for the 
purpose of organizing members into a group to make a 
charter flight, 


II. Eligible passengers 


BONA FIDE “Bona fide members” of an organiza- 
MEMBERS tion are eligible to participate on char- 


ter flights. As defined by the CAB 
regulation, “bona fide members” are those who have not 
joined the organization merely to participate in the charter 
as the result of a solicitation directed to the general public. 


IMMEDIATE 
FAMILY MEMBERS 


The immediate family of any member 
of a charter organization may partici- 
pate in a charter flight, but only if the 
member himself also participates as a passenger. The im- 
mediate family of such a member is considered to be only 
the following persons who are living in his household: the 
spouse, dependent children and parents of the member. 


RETIREES Participation of retirees and other per- 
AND OTHERS sons in a charter flight depends upon 


the specific situation. If the basis for 
participation is membership in a recreation club of the 
company, and the bylaws of the club permit retirees to be 
members, then retirees would be eligible to participate. 
However, residences of the retirees would be considered in 
passing upon the eligiblity of the group for a charter, and 
the size and geographic limitations would apply. If the 
basis for participation is employment with the company. 
then, of course, retirees would not be eligible. It is not 
permissable to combine the employment basis and_ the 
recreation club basis. 


II, Charter costs 


HOW TO DIVIDE 
CHARTER COSTS 


The cost of a charter flight must be 
pro rated equally among all charter 
passengers except that a smaller amount 
may be charged for children under 12 years old. In the 
event there is any other unequal division of charges, good 
cause must be shown when the charter application is filed 
in order to obtain approval. No charter passengers shall be 
allowed free transportation except children under two years 
of age. 


EXTRA CHARGES 
PROHIBITED 


No costs other than those actually in- 
curred in making charter arrange- 
ments may be charged to the charter 
participants. Individual assessments for the charter flieht 
may not include any charge for the purpose of charitable 
donations. All charges collected from the participants which 
exceed the actual costs of charter arrangements must be 
refunded to the participants in the same ratio as_ the 
charges were collected. 


ADMINISTRATIVE Reasonable administrative costs of or- 
EXPENSES ganizing the charter may be divided 


among the charter participants. Such 
costs may include a reasonable charge for compensation to 
members of the company, employee association or club for 
actual labor and personal expenses incurred by them in 
organizing the charter. Such charges shall not exceed $300 
(or $500 when the charter participants number more than 
80) per round-trip flight. Neither the organizers of the 
charter or any other member of the chartering oganization 
may receive gratuities or compensation, directly or in- 
directly, from the carrier, the travel agent or any other 
concern which provides a service to the chartering organi- 
zation, Whether of an air transportation nature or other- 


wise, 


WHEN VOUCHERS 
ARE REQUIRED 


If total expenditures, including among 
other items the compensation men- 
tioned in the preceding paragraph but 
exclusive of expenses for air transportation or land tours 
exceed $750 per round-trip flight, these expenditures must 
be supported by properly authenticated vouchers to be filed 


with the “Post Flight Report” required by CAB. 


IV. Administrative Procedures 


STATEMENTS OF 
CHARGES 


Statements to prospective charter par- 
ticipants of the anticipated individual 
charge for the charter shall clearly 
indicate the portion of the charges to be paid for the air 
transportation, the land tour and any administrative ex- 
penses. Within 15 days of the completion of the flight, the 
charterer (recreation director or other person organizing 
the charter) shall complete and supply to each charter 
participant and the air carrier involved, a detailed report 
showing the charge per passenger and the total receipts 
and expenditures. This information is included in the Post 
Flight Record. 


PASSENGER 
MANIFESTS 


Before each flight. a manifest shall be 
filed with the air carrier showing the 
names and addresses of the passengers 
and their relationship to the chartering organization. This 
information must be shown for each leg of a round-trip 
flight and any variations between the eastbound and west- 
bound trips must be explained on the manifest. On a round 
trip charter, one-way passengers shall not be carried except 
that up to five per cent of the group may be transported 
one-way when special or unusual circumstances are shown 
and approved. In the case of a chartered contract calling 
for two or more round-trips, there shall be no intermingling 
of passengers and each plane-load group must move as a 
unit in both directions. 


ADVISORY Any time before filing a charter appli- 
OPINIONS cation, a prospective charterer may 


request an advisory opinion from the 
Bureau of Air Operations, Civil Aeranautics Board, Wash- 
ington 25, D.C., on the eligibility of the charterer to ob- 
tain charter service. The Bureau’s opinion will be based 
on the information submitted and is not binding upon the 
board. The information should include that required by 
Section B, Part II of the Statement of Supporting Informa- 
tion which is available from the CAB for persons request- 
ing an advisory opinion. 
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Cost Comparison 


An interesting comparison of the 
costs to management of recreation pro- 
grams in relation to other employee 
benefits is presented in the following 
table published by Spector Freight 
System, Inc., Chicago. 

Believing that “wholesome recrea- 
tion is an essential part of every em- 
ployee’s working environment,” Spec- 
tor annually budgets about $5 per 
employee for its recreation fund. 

This in itself, of course, means little. 
However, by the close of 1958, almost 
all Spector locations had established 
an Employee Recreation Association, 
thereby making a 
nearly 30 active clubs. 
run the full sweep of 
sports, social and club events. 


compliment _ of 


Activities 


VACATIONS $664,490 
HOLIDAYS 376,643 
RETIREMENT 676,187 
Pensions $389,962 
Social Sec. 286,225 
HEALTH INSURANCE 778,627 
Health and Welfare, 
Group Insurance, and 
like benefits 482,662 
Workmen’s 
Compensation 295,965 
UNEMPLOYMENT INSURANCE 97,815 
RECREATION 15,000 
total benefits, 1958 $2,608,762 


New Industry Golf Courses 


Presently revising its two-year-old 
list of industrial golf courses, already 
outdated by the rapid rate of course 
construction, NIRA and the National 
Golf Foundation have an unending 
task on their hands. New courses re- 
cently opened or still in the planning 
stages include: Scott Paper Co., 
Chester, Pa., 9 holes; Titmus Optical 
Co., Petersburg. Va., 9 holes; Bethle- 
hem Steel Co., Lackawanna, N. Y., 18 
holes; Brockway (Pa.) Glass Co., 9 
holes; Union Switch & Signal Co., 
Monroeville, Pa., 18 holes. 


Herb Parsons Dies 


The world’s most dramatic exhibi- 
tion rifleman, Joel Herbert Parsons, 
salesman and promotion shooter for 
Winchester-Western, died of a heart 
attack July 19, in Memphis, Tenn. 

Parsons launched his career as an 
exhibition shooter in 1933 and ever 
since has been hailed by sportswriters 


as “The fastest and funniest in the 
business,” “Parsons’ one-man, three- 
ring circus,’ “The most spectacular 
marksman ever witnessed,” and many 
more. 

He averaged 130 exhibitions a year 
firing about 600 rounds at each, using 
12 guns in 52 different ways. During 
his lifetime, he fired more than two 
million rounds in exhibition shooting. 


Maverick’s Golf For Kaiser 


James Garner and Jack Kelly, better 
known to TViewers as Bret and Bart 
Maverick, traded in their shootin’ 
irons for golf clubs last month to come 
to the aid of little, 10-year old Pam 
Jones, handicapped daughter of a 
Kaiser Steel, Fontana, Calif., employee. 

The occasion was a special benefit 
golf match against two of Kaiser’s top 
golfers to establish a trust fund to 
finance Pam’s medical expenses. The 
youngster has been the victim of a 
spinal abnormality since birth and has 
been forced to wear steel braces from 
the waist down when she is not con- 
fined to a wheel chair. 

The Play for Pam Benefit was spon- 


sored by the Cup ’N Candle Club, one 


of the activities of the Kaiser Recrea. 
tion Club, with the assistance of other 
KRC activity groups and the employee 
activities office. 

Competing against the Mavericks, 
Frank MeVicker, Kaiser employee ac. 
tivities supervisor, and Bill Steritz, a 
practice man at the coke ovens, kept 
the match even on the front nine. Then 
Jack Kelly rallied and the Mavericks 
won 3 and 2. 

Kaiser youngsters took turns caddy. 
ing for the Mavericks, but since it was 
a charity, the situation was reversed, 
and the caddies paid to carry the 
clubs. 

Thinking not so much of the $1,600 
the benefit raised as she was of the 
sheer pleasure in lunching and talking 
to her favorite stars, Pam thanked the 
golfers and officials “for giving me the 
happiest day I have ever known.” 


Zaniest Fringe 


Checking the services offered to em- 
ployeess by large companies, MAN. 
POWER TODAY, a newsletter issued 
by Hamilton Employment Service, has 
come up with what they feel is the 
zaniest fringe benefit yet: that of a 
British union which demanded a 
penny an hour worked be paid into 
a fund to retain lawyers for members 
who want a divorce. 





BEAUTY CONTEST winner (far right) at British Columbia Electric Company’s 
annual Spring Cabaret takes a bow. Contest’s finalists include (I-r), Miss Demeanor, 
Miss Fortune, Miss Polluted Beach of 1959, and the winner by unpopular decision, 
Miss Take. The event is one of six major activities sponsored annually for the 
1,700 office employees on the B.C. mainland. 
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“The Choice of Those 
Who Play The Game” 
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Look to MacGregor first for the finest in all sports equipment. 
The MacGregor Co. + Cincinnati 32, Ohio 








FOOTBALL ° BASEBALL ¢* BASKETBALL * GOLF * TENNIS 


RECREATION MANAGEMENT, SEPTEMBER 1959 17 















EQUITABLE TAKES 


OVER MADISON 


SQUARE GARDEN 


Insurance company’s centennial show dramatizes physical 


fitness for employees, policyholders and all Americans 


Physical fitness was the theme of the 
most spectacular program presented 
during The Equitable Life Assurance 
Society’s week-long Centennial Confer- 
ence in New York, July 27-31. It was 
a boy’s dream of autograph heaven. 

With SPORTS ILLUSTRATED 
magazine, The Equitable sponsored a 
“Physical Fitness Demonstration” in 
Madison Square Garden featuring the 
largest assortment of sports “greats,” 
past and present, ever assembled in one 
place at one time. Among the 55 ath- 
letes who took part in the show were 
Jack Dempsey. Sammy Baugh, Bob 
Feller, Gertrude Ederle, Don Budge 
and Jackie Robinson. The sports repre- 
sented ranged from archery to trampo- 
line. 

Thousands of the company’s manag- 
ers, agents and employees and their 
children, from throughout the United 
States, who came to New York to mark 


the 100th anniversary, jammed _ the 
Garden on Equitable Day to see the 
physical fitness show. Roy E. Larsen, 
president of Time, Inc., publisher of 
SPORTS ILLUSTRATED, and a mem- 
ber of the 
Physical Fitness began the program 
with an address, “Physical Fitness- 


President’s Committee on 


A Way to a Stronger America.” 
Another committee member. Bonnie 
Pruden, who heads the Institute for 


Physical Fitness, presented, with her 
troupe, a demonstration of gymnastic 
exercises and tumbling. 

Track and field events featured Har- 
Dillard and Jesse Owens, two 
former Olympic stars. A high point of 


rison 


the show was the dazzling trampoline 
exhibition put on by the brothers Jerry 
and Rusty Koehler. Jerry began the act 
with some fine and fancy spins and flips 
and was followed by Rusty who, as the 
“fool,” rocked the audience with head- 
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PROCLAMATION from New York Mayor Robert F. Wagner announcing “Gertrude 


Ederle Week” is read by Equitable VP Charles Corcoran (R) to the former swim- 
ming star. Next to Miss Ederle are Florence Chadwick, fellow channel swimmer, 
and Andy Carey, New York Yankee third baseman. 
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ANN MARSTON demonstrates the forms 
that won her the Miss Michigan beauty 
title and many archery championships, 


first “falls” and unorthodox jumps. 

Davis Cup and Wimbledon champs, 
augmented by several Equitable net 
experts, played fast exhibition tennis, 
Among the racquet stars were Don 
Budge, Vic Seixas, Bill Talbert and 
Dick Savitt. Doris Hart and Fred 
Perry called the play. Net champ Al- 
thea Gibson demonstrated her skill, 
not on the court, but on the stage where 
she sang with Lanny Ross. 

Another high point in the program 
was Ann Marston, the current “Miss 
Michigan,” and winner of 11 national 
archery championships. With bow and 
arrow she popped balloons from across 
most of the arena’s length, and shat- 
tered eggs and snuffed out candles at 
closer range. Punned the petite blonde. 
“This is a good way to get rid of old 
flames.” 

Master-of ceremonies Keith Morris, 


of SPORTS ILLUSTRATED, 


intro- 


es" = 


and speed that won him Olympic honors. 
Track stars Jesse Owens, Bob Mathias 
and Horace Ashenfelter also performed. 












HARRISON DILLARD shows the form 
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duced the New York Rangers’ Muzz 
Patrick, former welterweight champ 
Barney Ross, Dempsey, figure-skating 
whiz Dick Button, the New York Yan- 
kees’ Andy Carey, and renowned chan- 
nel swimmers Florence Chadwick and 
Gertrude Ederle. Equitable Vice Presi- 
dent Charles R. Corcoran, show chair- 
man and Centennial coordinator, pre- 
sented Miss Ederle with a proclamation 
from New York’s Mayor Robert F. Wag- 
ner, designating the week of August 2 
“Gertrude Ederle Week.” 

Hoop stars Dolph Shayes, Jack Twy- 
man, Bob Pettit, Carl Braun and 
George “Mr. Basketball” Mikan de- 
feated a valiant but overpowered Equi- 
table quintet. U. S. Open champs Dick 
Mayer and Tommy Bolt, using practice 
balls, showed the power and form it 
takes to play top-money, prestige golf. 


Craig Wood sent a few well-placed 
shots into the grasping grandstands. 


Golf pro Harry Obitz hit drives while 
sitting down and described his famous 
“The Swing’s The Thing” technique 
while four assistants demonstrated. Sev- 
eral of Equitable’s best amateur golfers 
participated also. 

And there was razzle-dazzle gridiron 
style to see, too. The Equitable audi- 
ence oohed and ahhed over the pigskin 
deception demonstrated by “Slingin’ ” 
Samy Baugh, of Washington Redskin 
fame. They were impressed by the 
power of Leon Hart who starred with 
Notre Dame and the Detroit Lions; 
by the broken-field running of Elroy 
“Crazy Legs” Hirsh, former Los Ange- 
les Rams player, and by the aerial 
prowess of Johnny Lujack, former 
Notre Dame quarterback, and “Bullet” 
Bill Dudley, ex-backfield ace for the 
Baltimore Colts, The stars “whipped” 


JERRY KOEHLER shows how not to do it on the trampoline 
while brother Rusty (r) waits his turn and emcee Keith 


Morris of SPORTS ILLUSTRATED laughs with the crowd. 


an oversize company “team” which 
they dubbed “The Equitable Eels 
slippriest team in the U.S.” 

Of course the show included a lively 
diamond exhibition: Mickey Cochrane 
behind the plate, Johnny Mize at first. 
Jackie Robinson at second, Sid Gordon 
at third, Luke Appling as shortstop, 
Ron Northey in left field, Monte Irvin 
field, Willard Marshall in 
right field and Ralph Branca hurling. 
The old fire-baller, Bob Feller, narrated 


in center 
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BONNIE PRUDEN, head of the Physical Fitness Institute, 
and her troupe, augmented by a group of Equitable young- 
sters, go through their paces in Madison Square Garden. 


the plays and got in a few words about 
the virtues of baseball pension plans 
provided by The Equitable. 

As a novel touch, Margie 
champion female softball pitcher, 
fanned half a dozen of Equitable’s best 


Law, 


hitters. “Pie” Traynor, Hall of Fame 
member, umpired the soft-ball affair. 

The show was preceded by a lunch- 
New York 
City sportswriters at the Garden Club 
in Madison Square Garden. 


eon for the athletes and 





INSURANCE “POLICY” ON FITNESS 


The Equitable Life Assurance Society of the United States has begun its 
second century. During its first 100 years, the Society, as one of the nation’s 
leading life insurance institutions, quite naturally emphasized the importance 
of health and physical fitness, not only to its employees and field force, but to 
the nation’s people as a whole. The Equitable has pioneered in the field of health 
insurance, has been active in supporting medical research and, just recently, 
donated an entire medical research wing to The National Academy of Sciences 
in Washington. 

For its Home Office employees, the Society maintains a broad recreational 
program of the type familiar to readers of RECREATION MANAGEMENT 
and members of the National Industrial Recreation Association. Many of The 
Equitable’s most successful agents, managers, employees and officers were out- 
standing athletes in various sports during their high school and college years. 
A number were successful professional athletes before beginning their Equitable 
careers. 

And so, being acutely conscious of the importance of recreation to physical 
and mental well-being, it was entirely appropriate that the Society during its 
week-long Centennial Conference in New York, should cosponsor, with SPORTS 
ILLUSTRATED magazine, a Physical Fitness Show featuring many of the na- 
tion’s leading sports personalities. The event was not only entertaining. It 
dramatized the Society’s continuing and proper interest in the health and recrea- 
tional activities of not only its own personnel and policyowners, but of all 
Americans. 


CHARLES H. CORCORAN 
Vice President 
Equitable Life Assurance Society of the United States 
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Wear Your Hobby 


Do-it-yourself jewelry classes teach the girls to make 


sparkling costume pieces for gifts or personal wear 


Almost every girl yearns to wear ex- 
pensive costume jewelry. And, of 
course, she must have a new set for 
each new dress. Or several sets. 

Now, with the advent of a unique 
application of the do-it-yourself stam- 
pede, there is nothing, not even budget 
blues, to keep the girls from having 
their way. 

Pins, earrings, necklaces, bracelets, 
dress clips, scarfholders, barettes— 
women are turning out their own jew- 
elry in job lots and finding it loads of 
fun. 

Their technique is as easy as it is 
popular. A New York firm, Jewel Crea- 
tions, has developed a complete, but 
easy-on-the-budget course of instruc- 
tion. 

There are a few variations, but sev- 
eral dozen business and industrial firms 
have conducted employee programs 
something on this order: 

Interested persons are formed into 
classes which meet three or four times 
in one or two hour sessions. The manu- 
facturer will furnish an instructor if 
desired, or an employee can qualify 
as a teacher merely by studying the 
catalog. 


WIDE ASSORTMENT of glittering cos- 
tume jewelry pieces in many colors and 
styles are available in do-it-yourself kits. 


For the first meeting each student is 
provided with a beginner’s kit which 
includes a sample setting and stones, a 
tube of plastice cement, a candle, wax 
toothpick, awl and pin. These starter 
kits are available at $1 each. 

The instructor demonstrates the use 
of the tools and then helps students 
prepare the metal frames for setting the 
stones and thereby complete the fin- 
ished piece. 

Depending on the time allotted, part 
of this phase of instruction may lapse 
into the second session. However. some- 
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HERE’S HOW explains the instructor at 
one of the many jewelry making classes 


conducted by the N. Y. Telephone Co. 


time during the first two meetings, stu- 
dents should have the opportunity to 
read the catalog and order one or more 
costume pieces they would like to make 
during the remaining sessions or on 
their own time, 

Considerable time can be reserved 
for this subject by discussing suitable 
color combinations and the types of 
jewelry appropriate for various occa- 
sions. The costume pieces come in a 
large selection of exclusive, copy: 
righted frame styles and a wide variety 
of stone colors and cuts. Innumerable 
combinations are available so there is 
no problem of duplication. 

All items are guaranteed against tar- 
nishing and manufacturing defects for 
one year. 

In subsequent sessions, under the 
helpful eye of the instructor, the girls 
work on their own pieces, carefully 
scraping the setting, fitting the stones 
to their proper placings and cementing 
them in place. 

At the conclusion of the course, the 
girls are generally left on their own, to 
continue the hobby at home or, per: 
haps, turn it into a fund-raising project 
as many have done. 

Price-wise, do-it-yourself jewelry has 
popular appeal. Cost of materials for 
an attractive brooch may run no more 
than a dollar or two with most items 
costing about one-third less than regu- 
lar retail prices. 

The finished piece sparkles with the 
truly professional appearance of fine 
costume jewelry, suitable for gifts or 


personal use. 
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Sound Slidefilms 








( COACH-TEACH-STUDY 


Every high school and college athletic department 
should have a complete set of these modern teaching 
aids. The Athletic Institute's 35mm sound slidefilms 
are the greatest sports instruction aids ever produced. 
They’re now used to teach sports skills to over 
6,000,000 students every year. Slidefilms are easy-to- 
understand, authoritative, and economical. They'll 
help make your teaching job easier. Each slidefilm 
kit contains from 2 to 7 color slidefilm units (avail- 


able with or without sound records), instructor's 


guide, and student handbooks. 


NOW AVAILABLE IN TWENTY-ONE POPULAR SPORTS SUBJECTS 











@ APPARATUS ACTIVITIES ¢ BOWLING ¢ GYMNASTICS ¢ TRACK G FIELD 
for boys and men Sound, $29.75 Silent, $24.15 for girls and women Sound, $60.75 Silent, $46.50 
Sound, $51.75 Silent, $44.15 e CAMPING Sound, $38.00 Silent, $32.40 e TRAMPOLINING 


29. ilent, $23.90 
* ARCHERY Sound, $21.75 * LIFE SAVING Sound, $29.50 Silent, $ 


j P * TUMBLING 
Sound, $38.50 Silent, $32.90 © COMPETITIVE SWIMMING Sound, $23.50 _ Silent, $19.50 Sound, $26.50 _ Silent, $21.90 


* BADMINTON P ° SOFTBALL 

Sound, $54.75 _ Silent, $47.15 Sound, $38.50 Silent, $30.50 Sound, $69.75 _ Silent, $60.15 4 Cee aO50. sient, $24.90 
* BASEBALL © DIVING ; ° SWIMMING * VOLLEYBALL 

Sound, $62.50 _ Silent, $52.10 Sound, $49.75 _ Silent, $41.75 Sound, $36.50 _ Silent, $32.50 Sound, $39.75 _ Silent, $34.15 
* BASKETBALL ¢ GOLF * TENNIS * WRESTLING 

Sound, $56.50 Silent, $46.90 Sound, $39.50 Silent, $33.90 Sound, $48.75 Silent, $41.15 Sound, $58.75 Silent, $51.15 


Write today for full * a 
details— 
The Athletic hs 
Institute, 


209 S. State St., 


. Rate NON-PROFIT ORGANIZATION DEVOTED TO THE ADVANCEMENT 
Chicago 4, Illinois 


OF ATHLETICS, RECREATION AND PHYSICAL EDUCATION 
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LAST CALL FOR NIRA 
FISH-A-RAMA ENTRIES 


2nd annual meet slated for Paris, Tenn., 


Oct. 9-10. Postal entries close Sept. 15 


Industry nimrods will have to hustle to be counted among 
the winners of the 1959 NIRA Fish-A-Rama. Entries for 
both the postal contest and the national finals at Paris 
Landing State Park, Tenn., close Sept. 15. 

“If your Fish-A-Rama entry form order blank has been 
misplaced,” anounced Don Neer, NIRA executive secretary, 
“fire a letter to NIRA headquarters. We'll rush the entry 
blanks back to you in time to beat the deadline.” 

And, the deadline will be worth beating. In addition to 
national championship awards to be presented in each 
division, industry fishermen will vie for outstanding mer- 
chandise prizes. 

Winner of the national finals will receive a 1960 model 
71% horsepower Scott outboard motor while other finalists 
will take home top quality rods and reels produced by the 
Shakespeare Company. 

Any employee of a NIRA member company is eligible to 
enter either division of the contest. The postal division is 
open in eight classifications for various species of fish. Top 
catches in each of the classifications will be judged as 
national winners. Entry fee is $1. 

The national finals, to be held on Kentucky Lake, Oct. 
9-10, will test both the casting and fishing ability of indus- 
try fishermen. Each entrant will try his luck on the lake for 
eight hours. His catch will be scored on the basis of weight 
and length of total fish caught. This figure will then be 
added to his score in the casting contest to determine in- 
dustry’s grand national fishing champ. 

Entry fee for the national finals is $25, which includes 
boat, motor, experienced guide, Tennessee fishing license, 
welcome fish fry, entertainment and the awards banquet. 

Lodging, at special rates, will be available in the modern 
Paris Landing State Park Inn (see photo above), which 
fronts on Kentucky Lake. The park, located near Paris, 





PARIS LANDING State Park Inn, overlooking Kentucky 
Lake, will be the site for the 2nd annual NIRA Fish-A-Rama. 
This modern tourist mecea is completely air-conditioned. 


Tenn., is situated about half-way between Memphis and 
Nashville. 

The second annual Fish-A-Rama has been designed to 
assist recreation directors to maintain and stimulate interest 
in fishing activities within their companies. The postal con- 
test affords industry fishermen a chance for national recog: 
nition, yet requires no travel or time from the job. The 
national finals provide a truly outstanding prize for the 
winners of individual company fishing contests. A trip to 
the Fish-A-Rama national finals gives company fishermen 
something worth angling for. 


PRIZES for finalists in the NIRA Fish-A-Rama will include 
four Wonderods and reels from the Shakespeare Company. 
The winner will receive a 1960 Scott outboard motor. 









































imagination and resourcefulness 
are vitally important to the 
success of any 

industrial 

WH AT’ be THE recreation 
director. 

“Old stuff” is no fun. It’s the 

fresh approach, the new wrinkle 

that make 

BIG IDEA?" 
* grow in 

popularity. 

The big ideas which do the job best 

are reported each month in R/M. 
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It’s as simple as 





do-it-yourself costume jewelry 


Here is a program with proved success 


WHY IT’S SUCCESSFUL: 


@ Can be operated on a minimum budget. 
Be ® No special tools or equipment needed. 

_ @ Requires only minimum amount of space. Can be 
su conducted in conference room, cafeteria, rec hall. 
_ @ Qnce introduced, it is practically self-sustaining due 

: to universal acceptance of the professional looking 
end product. 
®@ Program supervisor can be instructed merely by 
looking through our catalog. 
© Cost to participant for the finished piece is 1/3 to 
_ * 4/4 the retail price of comparable merchandise. 
 @ All our merchandise is unconditionally guaranteed. 


PERFECT FOR: 


@ Girl’s Clubs 
®@ Out-of-hour activity 
® Retiree Clubs 

- @ Junior Achievement groups 
@ Fund raising 

'. @ Physical Therapy 


JEWEL CREATIONS | 


For free sample kits, complete 


catalog and instruction booklets, 


mail this coupon today 


PROVED SUCCESSFUL BY: 


New York Telephone Co. 
Chase Manhattan Bank 
Metropolitan Life Ins. Co. 
Union Carbide 

National City Bank 


Rockefeller Center 

Texas Oil Co. 

A. T. & T. 

Meadowbrook Nat’l Bank 
AND MANY OTHERS 

















ve 






JEWEL CREATIONS 
Industrial Recreation Dept. 
11 West 30th St., New York 1, N. Y. 


Firm Name. 
Address = 
City & State__ : 
CO, TE Ll 
Number of employees. Male 














Female 
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Create Camping Council 


The swelling ranks of family campers 
and the growing sales of camping 
equipment in the last five years has 
brought about the formation of a new 
service organization, the Camping 
Council for Travel and Wilderness 
Campers. 

According to C. R. Agnew, Jr., its 
founder, director and a longtime camp- 
ing expert, Camping Council will serve 
both camping enthusiasts and manufac- 
turers as an information center for 
news about camping facilities, camp- 
sites, equipment standards and new de- 
velopments in this booming recrea- 


tional field. 


Fishermen Prosper 


Fishing tackle manufacturers flocked 
to Chicago in August for their second 
annual exhibit, exuberant over 1959 
sales and expecting to feel even better 
by show time next year. 

Not one of the 165 manufacturers 
exhibiting at the show reported a sales 
decrease for the first half of 1959, and 
none anticipated a decrease for the 
second half. 

Yet manufacturers, wholesalers, job- 
bers and retailers expect to enjoy a 
1960 volume of $248 million for an 
increase of almost 8% over this year. 

The most recent survey on the sub- 
ject shows that more than $2 billion is 
spent annually by anglers on tackle 
and equipment, transportation, lodg- 
ing, refreshment, licenses, etc. 

Despite the prosperity, retail prices 
on many of the 1960 items which were 
displayed at the Associated Fishing 
Tackle Manufacturers’ trade 
should be about the same or even 
somewhat lower than in either 1958 or 
1959—a happy prospect for the na- 
tion’s 35 million fishermen. 


show 


New MacGregor Execs 
A. G. Koegel and H. P. Cowen have 


been elected chairman of the board 
and president, respectively, of Mac- 
Gregor Sports Products, Inc., it was 
announced by B, E. Bensinger, presi- 
dent of the Brunswick-Balke-Collender 
Co., parent company of MacGregor. 
Koegel, with MacGregor since 1929, 
was formerly president of the firm. His 
appointment fills the vacancy created 


24 


hy the death of Philip H. Goldsmith 
last Sept. 

Although only his mid-40’s, Cowen 
has been with the MacGregor organi- 
zation for almost 30 years, having 
started during high school. He was for- 
merly executive vice president. 

Under leadership Mac- 
Gregor will continue to expand its sales 
in the recreation market, especially in 


Cowen’s 


A. G. Koegel H. P. Cowen 
the industrial area as foreseen so pro- 
phetically by former president Hugo 
Goldsmith, one of NIRA’s original sup- 
porters and first honorary member of 
the Association. 


Import Rifles Hit 


Warning that imports of foreign sur- 
plus military rifles are threatening na- 
tional security, six firearms manufac- 
turers have petitioned the Office of 
Civil and Defense Mobilization to hold 
imports to their 1945-55 levels. 

The manufacturers, all members of 
the Sporting Arms and Ammunition 
Manufacturers’ Institute, asserted that 
unless imports are regulated, “they 
will soon lose the ability to convert to 
military small arms production with 
minimum lead time and expense to the 
government in the event of a national 
emergency.” 

The petitioners stated that the U. S. 
market for American-made high power 
hunting rifles has been glutted by mili- 
tary rifles declared surplus by foreign 
nations and sold on the domestic mar- 
ket at fantastically low prices. 

The sales of domestic centerfire, or 
high power, sporting rifles have fallen 
off severely with consequent impair- 
ment of the industry’s skilled man- 
power resources, research activities and 
plant capacities which are essential to 
the country’s national defense, the com- 
panies stated. 

Imports have increased 20 times 
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since 1956, while sales of America 
produced centerfire rifles have fale 
50% since 1955. Since that time, th 
industry has been forced to releay 
more than one-third of its manpower, 

Other than the threat to national 
security, rifle imports hurt American 
sportsmen in two ways. First, avail. 
ability of high-grade American rifles js 
decreased. 

Second, the special excise tax collec. 
tions on sales of domestic firearms js 
reduced sharply. This revenue is dis 
tributed among the states for wildlife 
land acquisition, habitat improvement, 
wildlife research and other activities to 
increase game animals. 


“Something For the Girls” 


With women comprising only slightly 
more than one-fourth the nation’s 2) 
million bowlers, the Brunswick-Balke. 
Collender Co. has developed a nation 
wide contest to attract more girls to 
the game. 

Called “Something for the Girls” 
the contest will be conducted through 
local bowling proprietors who will send 
personal invitations to women in their 
respective areas to enjoy a free intro 
duction to bowling. 

But the big “Something” involves a 
drawing for 5,013 prizes worth $150; 
000. The grand award will be a hap 
piness package of a Mercedes Bem 
SL-L90 sports car, full length mink 
coat, an Esther Williams swimming 
pool and a two-week trip to Nassau 
with $500 expense money for two. 

continued on next page 


“SOMETHING FOR THE GIRLS 
Brunswick’s new bowling contest, sho 
light up the eyes of many new wome 
bowlers with its jackpot of $150,000 if 


prizes. 
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continued from preceding page 

The contest, restricted to 
over 17 years old, will run from Sept. 
91-Oct. 21. 

The lucky ladies who participate in 
the contest will be selected by the local 
proprietor. When she accepts the invi- 
tation, her registration blank will serve 
as her official entry for the prize draw- 


women 


ing. It will also entitle her to a free 
game with instruction at the desig- 


nated establishment. 


When to Retire? 


To the raging debate on the values 
of voluntary or compulsory retirement, 
add the following news items: 


¢ All principal speakers at the 12th | 


annual Conference on 
ducted hy the U. 
dorsed voluntary retirement plans. 

¢ To 500 members of the Oil, 
Chemical and Atomic Workers re- 


Aging, con- 


of Michigan, en- 


. . | 
sponding to a recent union survey, by | 
far the most popular method of com.- | 


hating unemployment was compulsory 


retirement of older men to make room | 


for younger workers. 

¢ In a new liberalized plan, IBM 
will let employees with 15 years con- 
tinuous service retire at age 55 with 
a reduced pension. Previously, earliest 
retirement was at 60 with 20 years 
service. Full pension retirement age is 


still 65. 





NATIONAL SPORTING GOODS ASSOCIATION 


716 N. RUSH STREET 


CHICAGO 11, ILLINOIS 








NEW ALL-AMERICAN 


PICNIC GRILL 





It’s tops in grills! Positive six-way draft 
control provides faster, easier fire kin- 
dling, saves fuel, guarantees tenderer, 
juicier charcoaled steaks, chops and bar- 
becues. American’s many plus-features 
assure perfect lifetime performance. 
Shipped fully assembled. 





STATIONARY PORTABLE 
Weight 180 Ibs. Weight 205 Ibs. 
COMPLETE COM PLETE 


$4370 


PATENTS 


$4985 


a 
Order Your All-American Grill TODAY! 
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PLAYGROUND DEVICE CO. 


ANDERSON, INDIANA 
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CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





ATHLETIC APPAREL 





Team and Industrial Patches Made to Order. 
Send rough sketch, quantity, size and colors 
for prices. T-Shirts—Sweat Shirts—Jackets, 
etc. Request complete catalog on company 
stationery. 


THE FELT CRAFTERS, Plaistow 12, N. H. 





RECREATION SUPPLIES 





HAMMATT AND SONS 

Box 2004 Anaheim, Calif. 
“Where the people of the nation find 
THE BEST FOR RECREATION” 
Contact us on your needs for recreation sup- 
plies. Manufacturers of games, and supplies 
for direct sale to Industrial, Municipal and 
School recreation depts. 





POSITIONS WANTED 





Seeks position in personnel or ind. rec. 2 yrs. 
experience as pers. mgr. includes setting up 
complete ind. rec. program. Coached high 
school, service and pro football for 8 yrs. 


CP18—RECREATION MANAGEMENT 





Completing mil. service in Dec. B.A. degree 
in rec. and phy. ed. Coached high school 
basketball, active in dramatics, Little League 
and as camp counselor. Age 24, married. 
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WILLIAM T. PRICHARD 


NIRA mourns the death of Bill Prichard, founder and past 


president, head of General Motors recreation activities 
















William T. Prichard, coordinator of leader in Association affairs. 
all employee activities for General Mo- He presented the bid to bring 
tors Corporation and its divisions, died NIRA’s 19th annual Conference and 
August 6, in Detroit, at age 59. Exhibit to Detroit in 1960, and was 
A prominent leader in industrial rec- co-chairman of the conference commit- 
reation, Prichard held down one of the tee. Only last year, he served NIRA as 
top jobs in his profession and was an Michigan State chairman and was 
instrumental figure in the activities of president of the Industrial Recreation 
the Industrial Recreation Association Association of Detroit. 
of Detroit. During this time, Prichard unceas- 
He was one of the original founders ingly championed the cause of recrea- 
of the National Industrial Recreation tion in industry. He never failed to 
















Bill Prichard could be counted on 


Association, his membership dating support “the little guy who may look at all NIRA functions, Below he 
back to 1941, when the Association was lousy in a fast break or silly in a looks over his notes before speak- 


ing at the 1951 NIRA Conference 


incorporated as the Recreation Associa- 
tion for American Industry. 

In the years since, he was one of its 
most active and loyal supporters. Prior 
to his election as NIRA President in 
1952, Prichard had established an en- 
viable record—two terms as a_ vice 
president, one as a director. After serv- 
ing on the NIRA board of directors as 
the Immediate Past President, he was 
again elected as a director in 1954. 
The following year, he was named to 
his third term as vice president. 


This proved to be his last elected 
office. but Prichard remained, as_be- 
fore, an important and_ ever-willing 





squeeze play, but who will be building 
good employee relations.” 

Prichard knew his field as an ex- 
pert, from liming baseball diamonds to 
making policy decisions. His trade 
mark was the GM Service Pack, a thick 
collection of program ideas and aids 
mailed quarterly to recreation super- 
visors at GM divisions and branch 
plants across the nation. 

Born in Connellsville, Pa., he at- 
tended Bethany College, Bethany, W. 
Va. He joined the General Motors per- 
sonnel staff in 1945 as assistant recrea- 
tion director. He is survived by his wife 
and four sons. 


in Chicago. 













New NIRA vice presidents elected at the 1955 conference in Dayton Past presidents attending the 1956 conference included (I-r, hack 
were (l-r) Prichard, Ken Klingler, Ben Kozman and John Doyle. row) A. H. Spinner, W. H. Edmund, R. M. Issacksen; (I-r, front 
This was Prichard’s third term as vice president. row) Prichard, C. A. Benson, J. F. Walsh. 
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How to Catch 
FISHERMEN 


ENTER 


D5 SLI IE IE 


pe use 


eigen 


SS te ts 





2nd annual NIRA FISH-A-RAMA 


open in 
two divisions 


(enter either 


one or both) 


® Postal Contest 

As an added attraction to your company fishing program, 
enter the best catches made during the year by your em- 
ployees. National Fishing Champions of Industry will be 
named in each of eight species: Trout, Bass, Muskie, North- 
ern Pike, Salmon, Pan Fish, Walleye and salt water fish. 
Entry fee, $1.00 per individual. Write NIRA for official 
entry form. Deadline: Sept. 15. 


® National Finals 

The best prize you can give your company fishing cham- 
pion—send him to the National Finals of the NIRA Fish- 
A-Rama held on Kentucky Lake near Paris, Tenn., Oct. 
9.10. Here, your representative will vie for national honors 
against employees from companies throughout the U. S. 
and Canada. Entry fee of $25.00 includes boat, motor, ex- 
perienced guide, Tennessee license, welcome fish fry and 
entertainment and the awards banquet. Special room rates 
have been arranged in the beautiful Paris Landing State 
Park Inn. Fisherman with highest total points based on 
weight and length of fish caught plus casting contest wins. 





Entry deadline: Sept. 15. 


Eligibility: Any employee of a NIRA member company 
is eligible to enter either the Postal Contest or the National 
Finals, 

Entries: Official Fish-A-Rama entry forms may be ob- 
tained from the National Industrial Recreation Association. 
Completed entries for either contest must be returned to 
NIRA, postmarked no later than Sept. 15. 

Awards: Postal contest winners in each of the eight spe- 
cies will be awarded National Championship Trophies. All 
entrants will be eligible to win a jackpot of outstanding 
fishing and boating merchandise prizes. Winner of the 
National Finals will be awarded the handsome Grand Na- 
tional Championship Trophy. Additional trophies will be 
presented to runners-up and all finalists will receive mer- 
chandise prizes. 


Benefits to YOU: The NIRA Fish-A-Rama is conducted 
to help you stimulate participation in your company pro- 
gram. whether it’s a one day outing or a season-long con- 
test. Publicize your program by announcing that the best 
catches in each specie will be entered in the NIRA Fish- 
A-Rama Postal Contest. National winners will receive hand- 
some trophies and outstanding prizes. Then give your 
champion fishermen the best award possible. Send them 
to the NIRA Fish-A-Rama National Finals on Kentucky 
Lake near Paris, Tenn. Here, they will fish in a resort at- 
mosphere with a top guide on a nationally acclaimed fisher- 
man’s paradise. Entry fees are nominal, $1.00 per indi- 
vidual in the postal contest, $25.00 for the National Finals. 
Write NIRA for entry forms. 


NIRA 203 N. Wabash Ave., Chicago 1, Illinois 










BOWLING BUILDS A 
REAL TEAM SPIRIT! 





...and AMF means bowling at its best! 


Nothing builds employee morale like a friendly 
team spirit—and nothing builds a team spirit like 
bowling—the sport that can be enjoyed by everyone. 
Bowling helps new employees get acquainted, helps 
all workers build lasting friendships. And bowling’s 
healthful exercise—keeps workers looking trim, 
feeling fit-makes them happier in their jobs. And, 
it’s fun for the whole family.... Men, women, and 





AMF PINSPOTTERS INC. 


Subsidiary of AMERICAN MACHINE & FOUNDRY COMPANY 
AMF Building * 261 Madison Avenue, New York 16, N. Y. 


youngsters enjoy bowling right from the start. 

At AMF-equipped bowling centers, you’ll find the 
best equipment, the most helpful advice—everything 
you need to carry out a successful employee bowling 
program—everything to provide bowling at its best! 
If you haven’t already made bowling a part of your 
recreation program, contact your nearest AMF 
proprietor. He’ll be glad to help. 


BOWL WHERE YOU SEE THE 


“MAGIC 


TRADEMARK AND SERVICE MARK OF AMF 











